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With the development of socio-economic, tourism is now becoming a life-style, 
followed by abundant emergence of tourism experience sharing. Sharing is an 
important way to communicate emotions and to maintain social contact，through 
which people can obtain a sense of belonging and happiness. With the rapid growth of 
mobile internet and mobile social media, the domestic younger generation tends to 
share tourism experiences through mobile social platforms such as WeChat and QQ in 
both real-time and afterwards. This kind of sharing practice has become an important 
source of tourism word-of-mouth and affects potential tourists’ decision significantly. 
Although sharing tourism experiences through mobile social platforms has become a 
common and important phenomenon, the study of this topic is still lacking. The 
current research paid more attention on sharing tourism experiences in weak-tie 
networks, such as virtual tourism communities and tourism websites, and its impact 
on potential tourists, tourism destinations and enterprises Few studies have paid 
attention on sharing tourism experiences through strong-tied mobile social platforms 
which allow tourists to share their experiences both in real time and  afterwards, 
even less the studies on the reflexive influence of sharing behavior on tourism 
experience. Therefore, this paper uses grounded theory method to 
comprehensively explore tourism sharing behavior through mobile social platforms 
and to further expand the theoretical research of sharing behavior and tourism 
experience. 
The study content includes three main aspects: (1) to explore the 
influential factors of tourism experience sharing behavior; (2) to find out how tourists 
construct their tourism experiences through mobile social networking, including their  
sharing mode, content and so on; (3) to analyze the effects of sharing behavior both 
on the sharer and the browser, particularly focus on the reflexive influence of sharing 
















According to the results of grounded theory research and empirical analysis, this 
paper draws the following conclusions: 
Firstly, among the influential factors of sharing behavior, the most significant 
variables include: “age”, “income”, “sharing involvement”, “sharing motivations”, 
“friends’ response” and “sharing willing”. 
Secondly, related to the construction of post-experience, the mobile social 
platforms provide a stage on which exists the combination of virtuality and reality.  
The responds from the audience is the dominant motive for tourists to share their 
experiences through photos, words and emoticons. In addition, due to the influence of 
self-concept of tourists, the post-experiences they construct on the stage have already 
been modified.  
Thirdly, by sharing through mobile social media, the tourism experiences will be 
able to break the restrictions of space and time. Meanwhile, mobile social platforms 
also enable tourists to construct their experiences in a broader and more permanent 
way owing to the properties of new media and internet. In addition, due to the real 
time property of mobile social media, the sharer and browser could interact during the 
sharing process, enhancing sharer’s sense of belongings and meeting sharer’s needs of 
being present in public space.
Fourthly, sharing behavior has a positive effect on tourism experience, which is 
called sharing utility in this research.  This effect works mainly through three paths 
as follows. One is to strengthen tourist’s cognitive experience through the knowledge 
preparation before the sharing process. Another is to enhance cognitive experience 
through the sharing expression process. The last one is lying in the interaction 
between the sharer and the browser after the sharing process to improve sharer’s 
emotional experience and perceived value. Empirical results show 
that, “sharing involvement” and “friends’ responses” affect sharing utility positively 
while “willing to share negative information” has a negative influence on sharing 
















Finally, sharing through mobile social platforms has great advantages in tourism 
word-of-mouth influence. With the expansion of network space, its influence range is 
much wider than traditional word-of-mouth. Meanwhile, comparing to anonymous 
internet word-of-mouth, people tend to have a higher degree of trust for this kind of 
information sharing since it is based on the real interpersonal relationship. Therefore 
sharing tourism experiences on mobile social platforms is of great power in tourism 
word-of-mouth communication and will impacts not only the potential tourists, but 
also the tourism destinations and tourism enterprises.  
The innovations of this study can be summarized in two aspects: (1) introducing 
the concept of involvement into the tourism experience sharing research, which leads 
to a more abstract interpretation of sharing practice; (2) introducing the concept of the 
utility into tourism experience sharing practice, which helps to conduct futher 
investigation on the effects of sharing practice on sharers.  
 
Key words: mobile social platform; tourism experience sharing; grounded 


















1 绪论 ................................................................................................................ 1 
1.1 研究背景与研究内容 ......................................................................................... 1 
1.1.1 研究背景....................................................................................................... 1 
1.1.2 研究内容....................................................................................................... 5 
1.2 研究意义与研究创新 ........................................................................................ 7 
1.2.1 研究意义....................................................................................................... 7 
1.2.2 研究创新点................................................................................................... 8 
1.3 研究思路与研究方法 ........................................................................................ 9 
1.3.1 研究思路...................................................................................................... 9 
1.3.2 研究方法.................................................................................................... 10 
1.4 本章小结 .......................................................................................................... 11 
2 文献回顾与述评 ....................................................................................... 13 
2.1 旅游分享行为 .................................................................................................. 13 
2.1.1 分享行为概述............................................................................................. 13 
2.1.2 分享行为主体研究..................................................................................... 20 
2.1.3 分享行为媒介研究..................................................................................... 27 
2.1.4 分享行为内容研究..................................................................................... 36 
2.1.5 分享行为研究述评..................................................................................... 41 
2.2 旅游体验 ........................................................................................................... 43 
2.2.1 研究现状概述............................................................................................. 43 
2.2.2 旅游体验内涵研究..................................................................................... 49 
2.2.3 旅游体验类型研究..................................................................................... 49 
2.2.4 旅游体验阶段性与层次性研究................................................................. 51 
2.2.5 旅游体验动机研究..................................................................................... 53 
















2.2.7 旅游体验研究述评..................................................................................... 56 
2.3 分享行为与旅游体验 ....................................................................................... 58 
2.4 本章小结 ........................................................................................................... 61 
3 旅游分享行为理论构建 .......................................................................... 62 
3.1 旅游分享行为理论的构建 ............................................................................... 62 
3.1.1 扎根理论研究方法..................................................................................... 62 
3.1.2 研究资料收集............................................................................................. 67 
3.1.3 研究资料分析............................................................................................. 69 
3.1.4 扎根研究的信度与效度............................................................................. 73 
3.1.5 研究伦理..................................................................................................... 75 
3.2 旅游分享行为理论解释 ................................................................................... 75 
3.2.1 旅游分享行为前因..................................................................................... 75 
3.2.2 旅游分享行为实现..................................................................................... 82 
3.2.3 旅游分享行为结果..................................................................................... 96 
3.3 旅游分享行为动态过程理论模型构建 ......................................................... 113 
3.4 本章小结 ......................................................................................................... 115 
4 旅游分享行为理论模型修正 ............................................................... 118 
4.1 旅游分享行为前因阶段 ................................................................................. 118 
4.1.1 分享前因相关理论成果总结.................................................................. 118 
4.1.2 分享前因相关文献成果总结.................................................................. 126 
4.1.3 分享前因研究成果的比较与启发.......................................................... 128 
4.2 旅游分享行为实现阶段 ................................................................................. 131 
4.2.1 分享媒介相关研究的比较与启发.......................................................... 132 
4.2.2 旅游口碑传播相关研究的比较与启发.................................................. 135 
4.3 旅游分享行为结果阶段 ................................................................................. 137 
4.3.1 用户生成内容相关研究的比较与启发.................................................. 138 
















4.3.3 涉入理论相关研究的比较与启发.......................................................... 142 
4.4 旅游分享行为理论模型修正 ......................................................................... 147 
4.4.1 已有研究启发的总结.............................................................................. 147 
4.4.2 理论模型修正.......................................................................................... 149 
4.5 本章总结 ......................................................................................................... 150 
5 旅游分享行为理论检验 ........................................................................ 152 
5.1 实证研究设计 ................................................................................................ 152 
5.1.1 问卷设计与预调查.................................................................................. 152 
5.1.2 数据收集与描述性统计分析.................................................................. 156 
5.1.3 数据质量分析.......................................................................................... 161 
5.2 分享行为影响因素分析 ................................................................................ 168 
5.2.1 模型假设与建立...................................................................................... 168 
5.2.2 分享行为的逻辑回归分析...................................................................... 170 
5.3 分享效用影响因素分析 ................................................................................ 175 
5.3.1 分享效用验证........................................................................................... 175 
5.3.2 分享效用的影响因素研究....................................................................... 176 
5.4 本章小结 ........................................................................................................ 186 
6 实践应用 .................................................................................................. 188 
6.1 实践建议 ........................................................................................................ 188 
6.2 本章小结 ........................................................................................................ 192 
7 研究结论与展望 ..................................................................................... 194 
7.1 研究结论与理论贡献 .................................................................................... 194 
7.1.1 研究结论................................................................................................... 194 
7.1.2 理论贡献................................................................................................... 195 
7.2 研究不足与研究展望 .................................................................................... 196 
















7.2.1 研究展望................................................................................................... 197 
参考文献 ...................................................................................................... 199 
附录一：访谈情况记录表 ........................................................................ 228 
附录二：访谈提纲 ..................................................................................... 231 
附录三：正式调查问卷 ............................................................................ 232 
附录四：部分数据分析结果附表 ........................................................... 234 

















Chapter 1 Introduction ............................................................................. 1 
1.1 Background and Contents of Study .................................................................. 1 
1.1.1 Background of Study .................................................................................... 1 
1.1.2 Contents of Study .......................................................................................... 5 
1.2 Significances and Innovations of Study ........................................................... 7 
1.2.1 Significances of Study .................................................................................. 7 
1.2.2 Innovations of Study ..................................................................................... 8 
1.3 Approach and Methods of Study ...................................................................... 9 
1.3.1 Approach of Study ........................................................................................ 9 
1.3.2 Methodology of Study ................................................................................ 10 
1.4 Summary ........................................................................................................... 11 
Chapter 2 Literature Review. ................................................................ 13 
2.1 Tourism Experience Sharing  ......................................................................... 13 
2.1.1 Overview of Sharing Practice ..................................................................... 13 
2.1.2 Study on Sharing Subject ............................................................................ 20 
2.1.3 Study on Sharing Media .............................................................................. 27 
2.1.4 Study on Sharing Contents .......................................................................... 36 
2.1.5 Review of Tourism Experience Sharing ..................................................... 41 
2.2 Tourism Experience ......................................................................................... 43 
2.2.1 Status Quo of Tourism Experience Research .............................................. 43 
2.2.2 Study on the Connotation of Tourism Experience ...................................... 49 
2.2.3 Study on the Types of Tourism Experience ................................................ 49 
2.2.4 Study on the Stages and Hierarchy of Tourism Experience ........................ 51 
2.2.5 Study on the Motivation of Tourism Experience ........................................ 53 
2.2.6 Study on Quality Evaluation of Tourism Experience ................................. 54 
















2.3 Review:Sharing Practice and Tourism Experience ...................................... 58 
2.4 Summary ........................................................................................................... 60 
Chapter 3 Theory Construction of Sharing Practice. ……...…....….62 
3.1 Process of Theory Construction ...................................................................... 62 
3.1.1 Grounded Theory Methodology ................................................................. 62 
3.1.2 Data Collection ........................................................................................... 67 
3.1.3 Data Analysis .............................................................................................. 69 
3.1.4 Reliability and Validity ............................................................................... 73 
3.1.5 Research Ethics ........................................................................................... 75 
3.2 Analysis of the Dynamic Process of Sharing Practice ................................... 75 
3.2.1 Antecedents of Sharing Practice ................................................................. 75 
3.2.2 Implementation of Sharing Practice ............................................................ 82 
3.2.3 Results of Sharing Practice ........................................................................ .96 
3.3 Model Construction ....................................................................................... 113 
3.4 Summary ......................................................................................................... 115 
Chapter 4 Model Modification of Sharing Practice …………..…..118 
4.1 Antecedents of Sharing Practice ................................................................... 118 
4.1.1 Summary of Relevant Theory ................................................................... 118 
4.1.2 Summary of Relevant Literature ............................................................... 126 
4.1.3 Comparison and Enlightment .................................................................... 128 
4.2 Implementation of Sharing Practice ............................................................ 131 
4.2.1 Comparison and Enlightment of Research on Sharing Media .................. 132 
4.2.2 Comparison and Enlightment of Research on Tourism Word-of-Mouth .. 135 
4.3 Results of Sharing Practice ........................................................................... 137 
4.3.1 Comparison and Enlightment of Research on UGC ................................. 138 
4.3.2 Comparison and Enlightment of Research on Tourism Experience ......... 140 
















4.4 Model Reconstruction of Sharing Practice .................................................. 147 
4.4.1 Summay of enlightments .......................................................................... 147 
4.4.2 Model re-construction ............................................................................... 149 
4.4 Summary ......................................................................................................... 150 
Chapter 5 Verification of SharingPractice. ………………….…..…152 
5.1 Empirical Research Design ........................................................................... 152 
5.1.1 Questionnaire Design and Pre-test ............................................................ 152 
5.1.2 Data Collection and Descriptive Analysis ................................................ 156 
5.1.3 Data Quality Assessing ............................................................................. 161 
5.2 Logistic regression analysis of sharing practice .......................................... 168 
5.2.1 Assumptions and Establishment of Regression Model ............................. 168 
5.2.2 Results Analysis of Logistic Regression ................................................... 170 
5.3 Empipirical Study on Sharing Utility ........................................................... 175 
5.3.1 Sharing Utility  ......................................................................................... 175 
5.3.2 Analysis of Influencing Factors of Sharing Utility ................................... 176 
5.4 Summary ......................................................................................................... 186 
Chapter6 Practical Implications……...……………..………………188 
6.1 Practical Implications .................................................................................... 188 
6.2Summary .......................................................................................................... 192 
Chapter7 Research Conclusions and Prospects……………………194 
7.1 Conclusions and Theoretical Implications ................................................... 194 
7.1.1 Research Conclusions ............................................................................... 194 
7.1.2 Theoretical Implications ........................................................................... 195 
7.2 Limitations and Prospects ............................................................................. 196 
7.2.1 Limitations for Present Study ................................................................... 196 
7.2.2 Prospects for Future Study ........................................................................ 197 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
